PENGARUH ECOLABELED-ECOPRODUCT TERHADAP GREEN BUYING BEHAVIOUR DENGAN BRAND CREDIBILITY SEBAGAI VARIABEL MEDIASI PADA THE BODY SHOP BANDA ACEH by IKHSAN MIZANI FURQAN
ELECTRONIC THESIS AND DISSERTATION UNSYIAH
TITLE
PENGARUH ECOLABELED-ECOPRODUCT TERHADAP GREEN BUYING BEHAVIOUR DENGAN BRAND
CREDIBILITY SEBAGAI VARIABEL MEDIASI PADA THE BODY SHOP BANDA ACEH
ABSTRACT
ABSTRAK
Penelitian ini bertujuan untuk melihat pengaruh Ecolabeled-Ecoproduct terhadap Green Buying Behaviour dengan Brand
Credibility sebagai variabel mediasi. Populasi penelitian ini adalah konsumen produk The Body Shop Hermes Mall Banda Aceh.
Sampel Penelitian diambil menggunakan teknik Convenience Sampling dengan jumlah responden sebanyak 96 orang. Metode
analisis jalur (path analysis) causal step digunakan untuk mengukur besarnya pengaruh Ecolabeled-Ecoproduct terhadap Green
Buying Behaviour dengan Brand Credibility sebagai variabel mediasi. Hasil  penelitian menunjukkan bahwa, 1)
Ecolabeled-Ecoproduct berpengaruh signifikan terhadap Green Buying Behaviour pada pelanggan The Body Shop di Banda Aceh,
2) Ecolabeled-Ecoproduct berpengaruh signifikan terhadap Brand Credibility pada pelanggan The Body Shop di Banda Aceh, 3)
Brand Credibility berpengaruh signifikan terhadap Green Buying Behaviour pada pelanggan The Body Shop di Banda Aceh, 4)
Brand Credibility memediasi secara Penuh (fully mediated) pengaruh Ecolabeled-Ecoproduct terhadap Green Buying Behaviour
pada pelanggan The Body Shop di Banda Aceh.
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                                                             ABSTRACT
This research aims to find out the influence of Ecolabeled-Ecoproduct toward Green Buying Behaviour and its impact on Brand
Credibility. The population of this research are customer of The Body Shop in Banda Aceh. Samples are drawn by using
Convenience sampling  method. A total of 96 respondend were drawn.  Path analysis causal step method is used to analyze the
influence of Ecolabeled-Ecoproduct on Green Buying Behaviour with Brand Credibility as mediation variable. The results shows
that 1) Ecolabeled-Ecoproduct has significant influence on Green Buying Behaviour at customer of The Body Shop Banda Aceh, 2)
Ecolabeled-Ecoproduct has significant influence on Brand Credibility at customer of The Body Shop Banda Aceh, 3) Brand
Credibility has significant influence on Green Buying at customer of The Banda Aceh, 4) Brand Credibility fully mediated the
influence of Ecolabeled-Ecoproduct on Green Buying Behaviour at customer of The Body Shop Banda Aceh. 
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